The brand life cycle and the global dimension 5 I remember that Fausto Coppi had a friend called the White Lady.
these stages, needless to say, the problems faced by the brand's director are posed in specific terms.
The fashion and luxury sector is particularly concerned with the problem of relaunching, which becomes a real one for a majority of brands that are in the phases of maturity or decline. The most spectacular example of relaunching is, of course, that of Gucci in the years 1995 and 1996 following the beginning of a decline in 1992. The crisis that followed or was reinforced by September 2001 affected the brand's results for 2002, and given its already intensive and extensive brand development, is probably the signal of the beginning of its second maturity (see Figure 5 .2).
The phenomenon of relaunching corresponds to the creation of a new life cycle, in fact a second life for the brand. A relaunch this spectacular is relatively rare, and corresponds to what we call, later in this chapter, the "great leap." This implies a drastic repositioning of the brand, its identity, and in this case its target consumers. It's like giving the brand a new lease of life, by means of new values, compatible with the earlier values. Still, September 11, 2001 is taking its toll on Gucci's performance in terms of sales, and its effects may also be hiding a certain "loss of momentum" by / A brand's history comprises phases of strong expansion alternating with phases of relative stagnation, and even more or less rapid decline. / 
